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ABSTRACT 
 
This study investigates Live Customer Support Chat as a new type of customer service 
implemented for E-commerce websites.  This study addresses an important research gap in 
regards to the effectiveness of new live customer support technology compared to the traditional 
non real-time support types such as online forms and e-mail.  The study used two well-known 
theoretical frameworks (The Technology Acceptance Model and the Service Quality Model) and 
created a new dimension of E-Service quality that is based on system quality, system reliability, 
system availability, information quality, consistency of service quality, and online customer 
feedback to build a new theoretical framework for Live Customer Support Chat.  The study further 
introduces the dimensions of e-service quality and incorporates them in this new framework.  
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INTRODUCTION 
 
nline chat may refer to any kind of communication over the Internet which offers an instantaneous 
transmission of text-based messages from sender to receiver; hence the delay for visual access to the 
sent message shall not hamper the flow of communications in any of the directions. (Andrews 2010)  
Online chat may address as well point-to-point communications as well as multicast communications from one 
sender to many receivers. Interest in customer service chat for use on e-commerce websites has grown significantly 
in recent years. It is viewed as a cost-effective way to reduce purchasing risk through increasing social interaction, 
responsiveness to consumer questions, and personalization of the shopping experience. However, there is little 
evidence demonstrating that this customer service solution improves the online shopping experience, reduces 
perceived purchase risk or that it reduces purchase abandonment rates. (Andrews 2010)  This study is among the 
first to fill this research gap by examining the benefits and barriers of live customer support chat. It also validates 
this new type of customer service through the well-established service quality model.  
 
According to CRM.com, in customer relationship management (CRM), customer service chat (CSC) is an 
Internet service that allows the user to communicate in real time with a customer service agent by using an instant 
messaging (IM) application that's built into the company's Web site. CSC is often part of a "blended media" 
approach to contact center management, where customer service agents use multimedia routing technology to 
interact with customers by telephone, fax, e-mail, and chat. In retail e-commerce, chat is promoted as being a cost-
effective way to add personalization and social interaction to the online shopping experience as well as being a way 
to provide immediate responses to customer questions. 
 
In this era of increased customer expectations, lengthy delays in email communications are becoming 
unacceptable. Many clients are hesitant to complete a purchase if they have even one unanswered question. Live 
support chat gives your customers answers to their questions on the spot in real-time, which increases customers' 
satisfaction level. Live chat fosters confidence in customers. If clients see a live chat button on your site, they will 
feel reassured that they will have easy access to a live person, even after the sale had been made. (Provide Support 
.com) 
O 
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EFFECTIVENESS OF LIVE SUPPORT CHAT –A NEW THEORETICAL MODEL 
 
Several researchers have addressed the effectiveness of e-mail as a customer support tool (Millar 2001) and 
(Kannan 2011). Other has discussed online (not real-time) customer support such as filling out a form or browsing 
help menus. But very little research was found to discuss the effectiveness of “Live Customer Support Chat” 
(Lindsay 2009), although it is an important new trend in online customer service because it solves customers’ 
problems and concerns instantly on the spot. This research project tries to fill out this research gap by examining this 
new type of online customer service (Live Customer Support Chat). This is a type of service that is newly 
implemented at some E-commerce web sites that bypasses traditional customer service types such as telephones and 
e-mails. We are in an era that customers are more demanding requesting their questions, problems and concerns to 
be solved instantly on the spot, rather than waiting to receive a replay. This is exactly what live customer support 
chat is all about. This research project investigates and validates this new type of customer service in e-commerce 
web sites, through the well-accepted and famous Service Quality Model. The investigators designed a survey 
questionnaire to explore the benefits and barriers of live customer support chat and the justification for e-commerce 
web site to implement such as service. The research project also introducers and examines for the first time the 
effects of E-Service quality on live customer support chat.  
 
In this paper we introduce a new theoretical model for “Live Customer Support Chat Success”.  This new 
model is based on well-established Technology Acceptance Model (Davis 1989) and the famous Service Quality 
Model (Nakhai & Neves 2009).  The Technology Acceptance Model (TAM) (Figure 1 below) is an information 
systems theory that models how users come to accept and use a technology. The model suggests that when users are 
presented with a new technology, a number of factors influence their decision about how and when they will use it, 
notably: Perceived usefulness (PU) - This was defined by Fred Davis as "the degree to which a person believes that 
using a particular system would enhance his or her job performance". Perceived ease-of-use (PEOU) - Davis defined 
this as "the degree to which a person believes that using a particular system would be free from effort" (Davis 1989). 
The TAM has been continuously studied and expanded-the two major upgrades being the TAM 2 (Venkatesh & 
Davis 2000 & Venkatesh 2000) and the Unified Theory of Acceptance and Use of Technology (or UTAUT, 
Venkatesh et al. 2003). A TAM 3 has also been proposed (Venkatesh & Bala 2008). 
    
Figure 1: The Technology Acceptance Model, Version 1 (Davis 1989) 
 
The comparison of expectations with perceptions represents the relative importance of these criteria in 
shaping customer expectations prior to the delivery of service may differ from their relative importance in actual 
customer perceptions of the delivered service. The gap between producer’s specifications and customers’ 
expectations for the service level may lead to dissatisfaction even when the producer meets the exact design 
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specification. SERVQUAL was originally measured on 10 aspects of service quality: reliability, responsiveness, 
competence, access, courtesy, communication, credibility, security, understanding the customer and tangibles. It 
measures the gap between customer expectations and experience. By the early nineties the authors had refined the 
model to the useful acronym RATER as demonstrated in table 1 below. According to Zeithaml, Parasuraman & 
Berry (1990), there are five key areas which together form the qualities of a service offering from a customer 
perspective. Where the Gap model describes the how the provider can minimize the perception gap RATER focuses 
on the dimensions of customers’ expectations as demonstrated in table 1 below) 
 
Table 1:  Dimensions Of Service Quality (Servqual Or Rater) (Zeithaml, Parasuraman & Berrey 1990) 
Reliability Ability to perform the promised service dependably and accurately 
Responsiveness  Willingness to help customers and provide prompt service 
Assurance  Knowledge and courtesy of employees and their ability to convey trust and confidence 
Empathy Caring individualized attention the firm provides its customers 
Tangibles  Appearance of physical facilities, equipment, personnel and communication materials 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: The Service Quality Model (Nakhai And Neves 2009) 
 
Besides the two models we are using in this study, and in order to take in consideration the technical aspect 
of Live Support Chat, we have added the “Dimensions of E-Service Quality” to the model. The dimensions of E-
Service Quality are decomposed to system quality, system reliability, system availability, information quality, 
consistency of service quality and online customer feedback).  This way, the traditional dimensions of service 
quality (tangibles, reliability, responsiveness, assurance and empathy) combined with the new dimensions of E-
service quality (system quality, system reliability, system availability, information quality, consistency of service 
quality and online customer feedback) will affect the online customer “expected service” as well as his “perceived 
service”. The gap between the expected service and perceived service of the live customer service chat will 
determine the service quality provided by that system and well as the customer satisfaction degree. 
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Figure 3: The Service Quality Model With The Dimensions Of E-Service Quality  
(Nakhai And Neves 2009) And (Elmorshidy 2012) 
 
The new theoretical framework for live customer support chat incorporates the dimension of service quality 
(tangibles, reliability, responsiveness, assurance, empathy) as well as the dimensions of e-service quality (system 
quality, system reliability, system availability, information quality, consistency of service quality, and online 
customer feedback). The model proposes that these two dimensions of service quality and e-service quality will 
affect the expected service and the perceived service of Live Customer Support Chat. These two will affect the 
actual service quality, which by its turn will affect the customer satisfaction. Both of service quality and customer 
satisfaction will affect perceived usefulness of the system. Service quality will affect the perceived ease of use as 
well. Both perceived ease of use and perceived usefulness will affect the attitude towards using the system (Live 
Support Char). The attitude towards using will affect the behavioral intention to use the system, which will affect the 
actual use of the system (Live Customer Support Chat).  
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Figure 4: New Theoretical Framework For Live Customer Support Chat (Elmorshidy 2012) 
 
CONCLUSION 
 
Live Customer Support Chat is a new type of customer support in e-commerce websites. It bypasses the 
traditional non real-time customer support types such e-mail or filling out an online form. We are in a time where 
online customers are more demanding and they need immediate answers to their questions and concerns rather than 
sending an e-mail and waiting –even for a few hours- to get a response. This is exactly what Live Customer Support 
Chat is all about. Online chat may refer to any kind of communication over the Internet which offers an 
instantaneous transmission of text-based messages from sender to receiver; hence the delay for visual access to the 
sent message shall not hamper the flow of communications in any of the directions. Several researchers have 
addressed the effectiveness of e-mail as a customer support tool (Millar 2001) and (Kannan 2011). Other has 
discussed online (not real-time) customer support such as filling out a form or browsing help menus. But very little 
research was found to discuss the effectiveness of “Live Customer Support Chat” (Lindsay 2009), although it is an 
important new trend in online customer service because it solves customers’ problems and concerns instantly on the 
spot. This study tried to fill this research gap by examining this new type of online customer service (Live Customer 
Support Chat). The study used two well-known theoretical frameworks (The Technology Acceptance Model and the 
Service Quality Model) and created a new dimension of E-Service quality that is based on system quality, system 
reliability, system availability, information quality, consistency of service quality, and online customer feedback to 
build a new theoretical framework/model for Live Customer Support Chat. The model proposes that the two 
dimensions of service quality and e-service quality will affect the expected service and the perceived service of Live 
Customer Support Chat. These two will affect the actual service quality, which by its turn will affect the customer 
satisfaction. Both of service quality and customer satisfaction will affect perceived usefulness of the system. Service 
quality will affect the perceived ease of use as well. Both perceived ease of use and perceived usefulness will affect 
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the attitude towards using the system (Live Support Char). The attitude towards using will affect the behavioral 
intention to use the system, which will affect the actual use of the system (Live Customer Support Chat).  
 
CONTRIBUTION OF THE STUDY 
 
This study is among the first studies to address an important research gap about the effectiveness of Live 
Customer Support Chat, a new type of customer service implemented in E-commerce websites. The study used two 
well-known theoretical frameworks (The Technology Acceptance Model and the Service Quality Model) and 
created a new dimension of E-Service quality that is based on system quality, system reliability, system availability, 
information quality, consistency of service quality, and online customer feedback to build a new theoretical 
framework for Live Customer Support Chat. Future researchers are encouraged to test this model in different e-
commerce setting and website types to see if this combination of service quality theory and technology acceptance 
theory will apply.  
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